Assignment - Marketing Report

Introduction 
The selected product to market will be the Champions League Final, hosted in the Principality Stadium in Cardiff in 2024. This will be promoted at Wales’s World Travel Market (WTM) stand. The product will utilise the best way to market the final at WTM, which will develop from my research of the tournament, the area, and how to market Wales in a positive light. Wales needs to be promoted effectively, as the Wales stand at the latest WTM was bleak and failed to effectively showcase Wales in the best way possible. The WTM stand promoting the Champions League Final will ensure that the Welsh stand is more noticeable and marketed effectively - such as through the colours of the stand, the features of the venue, what the principality has to offer, and why it is the perfect host for the final. The research that will been undertaken, to ensure a successful stand and market this event successfully, I will draw upon statistical evidence, such as from the 2017 Champions League Final which was hosted in the Principality. Also looking at alternative ways that Wales has marketed sporting events in the past, in order to see which methods were successful. 
Introduction to World Travel Market
World Travel Market (WTM) is a highly significant annual event, founded in 1980. WTM consists of countries from around the globe each having different stands at the market, and businesses such as hotels and events companies also use it as a chance to market to other businesses. The event is hosted in the Excel in London and takes place on an annual basis. There is a Welsh stand at the WTM, but in the 2022 WTM, this stand failed to attract many visitors, and did not promote Wales as effectively as it should have by failing to catch the eye of attendees at the event. This report will aim to set out a clear strategy for the Welsh stand for the WTM in the future, and subsequently how it can improve its performance. 
Previous Visitor Numbers
The stand’s goal being to promote hosting the Champions League Final in Cardiff is an excellent event to promote. Firstly, the Champions League Final is one of the biggest sporting events of the year. Additionally, the tournament has been hosted in Cardiff before in 2017 when Real Madrid played Juventus. When drawing upon this previous experience of hosting a Champions League Final to create an effective marketing plan, it is useful to understand how the final was marketed in Wales, the visitor numbers, and other important statistics. The statistics demonstrate (BBC 2017) that 170,000 people attended Cardiff for the Champions League in 2017, a significant figure for an event of this size. In terms of marketing, it is crucial it is marketed in an appropriate way to corporations and businesses, as the Champions League attracts many viewers, and thus is a desirable event to receive sponsorship from brands. The Champions League final in 2017 was streamed on BT, and over 80 million people watched the event online. The combined number of visitors and football fans who watched the final displays the magnitude of this event and further consolidates the need for successful marketing. If the event is marketed appropriately, this would be hugely beneficial for Cardiff, and indeed for Wales as a whole. As a result, recognising the scale and significance of the event will aid with creating an efficient report. 
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This graph demonstrates how many people were viewed the Champions League Final through online streaming in 2017 (when it was hosted in Cardiff.) These figures display how lucrative it is to market the event effectively online, as well as in person. Understanding that over 2.76 million people could potentially stream a Champions League Final in Cardiff will improve the marketing strategy, such as by making an effort to target viewers on social media marketing. This is developed further later in the report.

Target Market
The target market for this event will mainly be football fans, as this is the main audience of the Champions League. However, this marketing report also considers the fact that WTM is mostly trying to sell business to businesses and corporations, which is crucial to decide how to market the event. For example, different businesses and vendors will attend to provide services, such as selling food outside the venue, and other sponsors which can be used for the event. Although this event at the WTM is primarily targeted towards businesses and potential sponsors, students who could be interested in football will also be attending. Therefore, there should be significant emphasis on being able market the stand in a suitable way towards both businesses. Having two different target markets for the event could make it more difficult in order to engage both markets. However, this report will ensure that both audiences are recognised and accounted for, through careful research of how to successfully market to both businesses and football fans. This can be done through showing the positive appeal of the stadium, to display to the other businesses why they should decide to be sponsors the event, and simultaneously demonstrate to students and football fans, who may plan on attending the event, the safety features of the stadium and how the event will run safely, especially considering current events such as raised terrorist threat levels. With the target market considered, it is important to have sponsors that fans engage with and recognise, as these brands could gain more traction from sponsoring the final. Previously in the last Champions League the sponsors were huge multinational corporations (MNCs) such as FedEx, Heineken, Lays, and PS5. These sponsors are particularly relevant and recognisable as global brands and will have been selected due to their appeal towards the target market and the main audience, to ensure maximum brand recognition and profitability. For example, football has a very significant drinking culture and many football fans drink socially while watching the game. This makes Heineken a suitable sponsor for the Champions League. 
Financial Viability
The stand will be able to achieve all its aims and objectives it has set out to accomplish, as the Champions League final is a huge event in terms of viewers and ticket sales. This means the financial support from sponsors and other businesses will be secured prior to the event, ensuring financial viability. The campaign will not be particularly high risk, as it can be promoted through multiple ways, not just through the WTM. However, the financial viability just in terms of the WTM stand will make sure all the aims and objectives of the campaign will be met. This will be achieved through ensuring that an increased number of businesses and potential sponsors are attracted, the stand effectively promotes Welsh culture and opportunities to learn more about Wales. The overall cost for the stand will not be a large expenditure. The costs which need to be accounted for are a TV screen, staff for the stand, and money for the social media campaign. Possible future sponsors at the event should be able to help with the overall cost of the stand. The stand will be relatively low-cost compared to hosting the event.
Stand Design
As the stand is the Welsh stand, but specifically advertising the event of the Champions League Final, the stand will use the colours of the Welsh flag and the colours of the Champions League to make the stall stand out to consumers and businesses at the WTM. In marketing, visual appearance is very important and the appearance of the stand is very important, to give an excellent impression, even at a first glance. The stand will also be placed in the best location for visibility in the WTM, ideally directly by the entrance, in clear sight to ensure maximum visibility and foot traffic for the stand. The Wales stand will be mostly red, showing off the colours of Wales. This will be eye catching, and make sure the Welsh stand is more visually appealing than the previous year, meaning increased visitors to the stand. In the stand, there will also be a screen to show previous games and display the Principality Stadium and its facilities, showing people what the event has to offer. The stand will inform people about factors like the stadium capacity, the safety features that it has, and it’s one of a kind opening and closing roof. The roof is a unique selling point, as it is provides better safety and can also improve the sound around the stadium, making the atmosphere of the game better. 
Marketing strategies 
The marketing, in order to be effective in 2023, needs to be more than just a stand to reach a larger audience. Therefore, social media profiles for UEFA and FA Wales will be promoted at the stand, to ensure maximum engagement. This has multiple benefits. Firstly, social media advertising can be relatively low-cost, or even free, which can increase the financial viability of the campaign while also increase marketing for the event. For example, people will begin to post trends such as using a #CardiffFinal across social media such as Facebook and Snapchat and Instagram. As more people use this hashtag, this will increase the visibility of the event and provide free marketing. This example demonstrates how crucial it is to utilise social media to market the event at the Welsh stand. Also, as research on similar sporting events has concluded, using an old player or a familiar face can help with marketing the destination. A notable example of this is Qatar, who decided to use David Beckham for their marketing campaign for the 2022 World Cup. This has proven to be very effective and increased the visibility of the campaign. Qatar made a deal with Beckham, in which they paid £150 million (Hughes 2021) for him to be the face of the World Cup. For the final in Cardiff in 2024, drawing upon the success of Qatar’s marketing decision, a suitable person should be chosen to market the event, and Gareth Bale would be an excellent choice. His international achievement, at club level and on the world stage, make him a familiar face to a variety of people. Bale would therefore be a relatable public figure to market the event, increasing visibility and the chance that people may tune in to watch. 
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Overall findings 
The findings of this report have demonstrated the most effective way to market the Champion’s League Final at the WTM stand in 2023. Overall, there are three effective strategies that should be pursued to make the stand at the WTM a success. Utilising a successful social media campaign, using Bale to act as the face of the event, and pursuing a successful marketing strategy to attract sponsors will ensure success at the WTM stand in 2023. 
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